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The Fundamentals of Selling 


Getting Down to First Principles Will Aid the Sales Department 


Merchandising was an old vocation even in the days 
when men clad in crudely cured animal skins bartered 
fish caught in traps made of bulrushes for stone money 
No trade or profession on earth antedates it, 
the beginning of time it has been the means of making 


the world go round. 


And yet, despite its age, how many really know the 


fundamentals of it? 


who with the wonderful 
knowledge of the goods 
they handle, and _ their 


faultless sales talks, run 
their yearly totals into the 
hundreds of thousands of 
dollars each year. 

This article is being writ- 
ten just ten minutes after 
a group talk with ten of 
New York City’s leading 
salesmen. Three of these 
men handle women’s wear, 
two of fhem hold records 
as insurance agents, who 
scorn life policies of less 
than $5,000 each ; one is re 
sponsible for all of the au 
tomobile accessories a cer- 


tain firm ships to New 
York; the seventh sells 
high class show cases, call- 


ing particularly on the drug 
and grocery trade. The 
eighth is a gas appliance 
man, and the ninth his 
deadly business rival, but 
friend, an electrical 
appliance salesman. The 
tenth was the dean of them 


pC od 


all and he has been selling tools and farm implements 
for the last twenty-five years, 
wealthy enough to retire as the result of his efforts, and 
commissions made during his quarter century as a 


supersalesman. 
It occurred to me when 


gethe: in the lounge at one of the clubs that it was 
good time for me, as a writer on commercial subjects, 
to ascertain their collective opinion on the fundamentals 


of selling. 


Why Do People Buy? 


My first question was, “Why do people buy ?” 


I even refer to the supersalesmen. 


By JOHN WALTER 


for since 


Three or four of the salesmen answered instantly, 
‘Because they are in need of something.” 

Well, that sounded logical enough, but then I reflected 
that there must be some deeper seated reason than that. 
For instance, the people certainly needed as much after 


the war as before it, and they had the money with which 








Are you following in the foot- 
steps of Mother Eve? She cer- 
tainly had the right idea. The 


fundamentals of good selling can 


all be sized up in the one word: 
Temptation. That’s what Mother 
Eve found out early in the game 
and look what she did to this old 
world. Wakeup, Mr. Gas Sales- 
man. Get out and become a 
tempter !—Editor 








saw 


and is reputed to be 


money 

all of these men to 

in that light. 
There is barely 


to buy, and yet, they did without a great many things. 
If they had actually needed these things they would 


have bought them. But all 
around us to-day we see 
signs of overstocked stores 
and frantic merchants tr 


ing to turn over their 
stocks even ataloss. So! 


refused to accept the ver 
dict that goods werebough: 
simply because they were 
needed, and I declared: 
“If people of the United 


States bought only what 
they needed for the next 


twelve months, one-quarter 
of the retail 
go out of business, and the 
manufacturers would be 
Certainly you 
salesmen do not sell on the 


‘ 1/1 
stores woula 


facing ruin. 


basis that vou are giving 
the people only what they 
need. You would never 
use that in your sales talk 
Come, now, why do people 
buy?” 

One of the salesmen 
then asserted that the peo 
ple bought just what they 
needed plus one or two 
luxuries during the year, 


but that the reasons why did not concern the salesman, 
because he dealt only with the wholesaler or 
These classes, he said, had only to be convinced th2: 
they were getting the best quality for the same or less 
that’s why they bought. 
the salesman’s mission was just to make the buyer see it 


retailer. 


And he added that 


a doubt that if we had debated the 
matter as we could have, through the use of logic, all 


would have agreed on the reason why the people buy. 


salesman Pas 


But my idea was not to develop the reason in that way. 
It was merely to bear out my conviction that the average 
lwver given a thought to fundamentals. 
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(Articles on merchandising may be seen in the leading 
magazines and newspapers every day. They tell how 
Mr. Jones, who had been only moderately successful for 
many years took a new interest in his business after 
Willie Smith, formerly the school dunce, showed him 
a better way to get rid of the goods, and to brighten up 
his store. And ever thereafter the business was profit- 
able, and Willie, at his tender age, was made a partnei 
and permitted to manage things. 


Mr. Slack Was Careless 


Or they tell that Mr. Slack was so careless with his 
business that the undiscovered leaks nearly caused his 
ruin, and would have caused him to fail if the efficiency 
man who appeared on the scene in the nick of time 
hadn’t straightened out his books, and installed new 
sales systems, that made Mr. Slack a millionaire almos: 
overnight. 

hen there is the direct antithesis of this, where Mr. 
Stickler mourns because his competitor is getting the 
major share of the business, despite the fact that he has 
the best systems in the town. In this class of article 
nobody can get in to see Mr. Stickler unless his name 
is written on the blue form guarded by the office boy 
within the rail. Nobody can get a refund on goods re- 
turned until the packer has finished with his repor: 
written on the yellow form, and the inspector through 
with his, written on the green card. These, then, are 
examined by the auditor, who makes out the white 
form signs his name, obtains two counter signatures, 
and then cleans up the transaction with the aid of a 
clerk and the cashier. 

Mr. Stickler’s business is happily rescued when an 
old school days chum of his happens in, and becomes 
irascible when stopped at the railing. He puts his foot- 
ball shoulder to it, tears it down, and then talks like a 
Dutch uncle to Mr. Stickler. The result is a friendly 
but authoritative order to do away with the system of 
forms, whereupon Mr. Stickler orders all but the blue 
and white ones thrown into oblivion, and the business 
is saved, 

These articles will differ from the standard ones in 
this particular: They will strive to keep before the 
officers and staffs of the gas appliance industry the 
fundamentals. Articles on merchandising that neglect 
this phase of selling are about as useful as a diploma 
in English, where the graduate has not yet learned the 
alphabet. : 

The purpose of this article is to determine the reason 
why people buy, and the following articles will discuss 
ways and means to capitalize that reason. 


Department Store Men 


After I had finished with the ten salesmen, I inter- 
viewed three department store men. Each of these is 
prosperous, and is considered a leader in his line. To 
the first of these I said: 

“What sells your goods for you?” He answered, 
“The goods I handle, plus satisfactory prices and fair 
dealing,” and he let it go at that. 

When I questioned ithe second one, I qualified the 
query slightly, in order to give the merchant a lead as 
to what I wanted. I asked: “What sells your goods 
for you—is it your extensive advertising, your window 
display, your interior layout, your reputation for fair 
dealing, or what ?” 





He looked at me so quizzically that I felt sheepish, 
and wondered where | had made the faux pas. Finally 
he broke the tension thus: 

‘The reasons you set forth are valuable. But they 
are merely vehicles, | might say. They enable us to 
carry out the theory under which we all work. 


Mother Eve’s Idea 


“It is the ‘or what’ of your question that is the im 
portant part—it is the key, if you can figure it out. 
I’m not joking, for I haven't the time. Mother Eve had 
the right principle. If you don’t quite follow me now, 
think it over, and if you are still puzzled, then I'll ex 
plain to-morrow.” And leaving the subject thus sus 
pended, he bade me the time of the day. 

I was a little chagrined when I turned away, but 
soon forgot about it, while I talked to the third mer 
chant. 

Asked the same question as the second one, he an 
swered : 

“Of course, it is useless to try to sell, if the consumer 
has no money. The first thing in selling, then, is to 
make sure, if possible, that the prospect is in a positior 
to buy. Otherwise time is lost. This applies exactly 
the same to the salesclerk behind a counter, or in a 
salesroom, as it does to the man on the road. We can't 
get blood from a stone. 

‘Now, then, it being considered that the prospect has 
the money, and is free to buy what he pleases, the next 
thing to do is to interest him. 

“Interesting the prospective buyer is, to my mind, ap 
proaching the fundamental. Take a junk shop as an 
example. The goods in such a place are not preperly 
displaye?. The shop is not alluring. It may contain 
just whut a prospective buyer is seeking, yet the buyer 
is not isterested in the shop. If he did enter, he prob 
ably would not see what he wanted, and would be put to 
the bother of asking to see it.” [Some salesmen believe 
this is a good thing—to make them ask for it. I don’t 
agree, and in a later article will explain why.] The 
merchant continued : 

“Take the same prospective buyer to an antique shop, 
which might contain nothing more and nothing less than 
the junk shop, and yet he will be interested. The at 
mosphere of the place attracts, and puts him into the 
proper frame of mind. 

“However, we do not want to stray from the point. 
What does advertising do? It implants into the brain 
trade-marked things. The public knows the names of 
hundreds of commodities it never even used, simply 
through having glanced at repeated copy. Perhaps 
the public has never actually read the advertisements 
It got the impression while glancing through magazines. 
The trade-marked name stood out. The eye caught it 
in passing and it registered. 


The Value of Advertising 


“T hope I make myself plain. The advertising regis- 
ters on the subconscious mind, stores the memory away, 
and leaves it there almost dormant, yet potentially 
active. 

“Now, then, for the sake of discussion, we will sav 
that there is a certain make of gas range that has been 
thus advertised. A prospective buyer has a subcon 
scious notion of it, yet has never even seen the range. 

(Continued on page 126.) 
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Pacific Coast Sales Situation 
What Can Be Looked Forward To During the Year 1921 


By JOHN H. HARTOG 


Paraphrasing the famous question, “What's the mat 
ter with Kansas?” you ask me, ‘““What’s the matter with 
the gas appliance business?” and the answer is, 
“Nothing.” 

Hasn't the demand fallen off? Ave, aye, sir. 

Well, what’s the matter and what are the prospects ¢ 

The fact is that the market is what the trader on the 
“board” would call, “bearish.” 
knows that strange though 


Every dealer in futures 


ful range, ma’am, is ninety-nine dollars and ninety-seven 
cents; yes, ma’am, just the same as it was before the 
holidays. Very well, says the public, we'll just wait till 
vou come down. And there you are. 

As usual, the craze to blow money for Christmas 
presents, which mania has become almost a national 
nuisance, cut into the appliance sales. For cook stoves 
and water heaters are too prosaic to sit at the same 

festive board with gew 








it be, the public 
comes in except on advare 
ing markets. “How can 
you sell what you haven't 
got?” has been asked by 
more “innocent bystand- 
ers” than almost any othei 
question. The public neve: 
wonders how you can buy 
what you never expect to 
take delivery of, but how 
anyone can sell July wheat 
in January is beyond its 
comprehension Result : 
that the public goes “long” 
and buys “regardless” on 
an up-going market, while 
the professional sells it to 
them just to be philan- 
thropic, but as the market 
goes down only a trained 
trader would buy on the 
decline to “average up”; 
Paterfamilias, the Widdie 
Jones, Professor Parks, 
Doctor Jones et al. refusing 
to accept tips to buy while 
the market is on the down- = 


belongs. 


heave! 








never a 


The optimism expressed by 
Mr. Hartog should commend 
itself to every far-seeing gas- 
man, for it is just such spirit 
that is going to put this indus- 
try back in the van where it be 
Everybody get a 
good strong hold now and 
That’s the stuff that 
will do the trick. — Editor. 


gaws and airy nothings. 
The nearest a gas man can 
come to getting a peep in, 
is to push laundry appli- 
ances. Their shiny copper 
and pretty colorings, allow 
them membership, at least 
associate membership, in 
the association of Christ- 
mas gifts. 

Who knows but some 
day some genius manufac- 
turer will produce a water- 
heater that is attractive 
enough to the eye so as to 
allowed a_ prominent 
place under a Christmas 
tree? 


Buying Peak in September, 
1920 


As far as can be ascer- 
tained, the peak of the buy- 
ing furor in the appliance 
business came in Septem- 
ber, 1920. There still was 








a conviction that the ad- 





grade. 
Falling Prices the Cause 


\nd that’s exactly what the same public is refusing 
to do in appliances. Silk shirts that soared to heights. 
whose dizziness was only equaled by their stripes, have 
fallen as ignominously as our erstwhile friend Wilhelm 
tcetera. Clothes which doubled and trebled in 
value—no not in value; in price——-came tumbling after. 
\nd the quiet, respectable kitchen range, the gloomy 
tank heater, the satanic-looking automatic garbed in 
mourning, and the kittenish fireplace heater, which had 
not been advanced over their intrinsic value, but were, 
even at the peak of the high cost of living, still selling 
at cost plus installation plus umpty per cent for over 
head, are sadly looking on as the post Christmas course 
in bargain hunting is grinding out diplomas by the 
thousand. 

The public is being so spoiled by being offered cloth- 
ing of all kinds at 30, 40, aye 50 per cent off, that thev 
smile most pityingly when you tell them that this beauti 


Von 


vance would never stop. 
Even the timid souls who felt sure that the bottom 
would fall out after the war came to an end, had con- 
cluded that after, all, prices could not come down, for 
labor wasn’t going to work for less. And while it may 
be true in many instances that labor isn’t receiving less 
wages, it is undoubtedly true that it is giving a whole 
lot more service per wage-dollar received, than a little 
while back. All of which amounts to the same thing. 
And so the impossible came to pass, the unexpected hap- 
pened and certain overboosted things came down with 
a crash. 

The far-seeing dry goods merchants let go the day 
after Christmas (I am speaking of this Pacific Coast) 
and really did such clever advertising and publicity that 
the public went wild over the bargains and many a 
threadbare suit or gown, carefully kept away from the 
Near East Relief or Armenian fund collector, was ex- 
changed for new. 

But this very same advertising created such an im 
pression that a new era had opened up, that the buyers 
became completely spoiled. Ask yourself, dear reader, 
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would you pay $20 for a fedora, or $125 for a $50 suit 
to-day? Nay, nay! Well, that’s just it. You are one 
out of, say, a hundred and ten million, and the other 
109,999,999 people are just as wise. 

Resides this psychological condition which makes the 
would-be buyer into a will-not purchaser, there is the 
actual contraction in the country’s buying power. ‘This 
will make itself felt more as we grow older, for by far 
the greater percentage of pocketbooks was more or less 
filled with the lucre which may be filthy, but makes the 
mare go just the same, and the pinch won’t come until 
the unemployment condition has lasted a while. 

Then there is a third reason in many parts of this 
gorgeous Pacific Coast country, namely, the advance ir. 
price for gas as a fuel. That is undoubtedly mitigating 
against the installation of gas appliances. 

How much has the business fallen off, generally 
speaking ? 

That’s hard to say, for, as David the psalmist said in 
his haste: ‘Men are such liars,” or words to that effect. 
As a matter of fact he did say “all men,” but that would 
include you and me, and I’m sure there’s one of us who 
could not tell a lie—modesty forbids tto guess which one 

But making allowance for the influences behind peo 
ple’s answers, I reach the conclusion that November 
showed a falling off ranging from 25 to 40 per cent 
compared with the early fall months and that December 
took the booby prize by running from 50 to 75 per cent 
of what November was. 4 December! as the 
French would say. Or “shame on you” in plain English. 


bas 


\nd New Year hove in sight, a lovely sunny day in 
the City of Roses, in the country of benevolent climate 
and how glad we were that dreary, dull December was 
laid away forever. 


Pessimists Have an Inning 


What would 1921 bring forth? It opened, as brisk 
as a graveyard on a rainy day, and was as encouraging 
as any pessimist could desire, but here we are at the 
middle of the month and knock wood while | 
smilingly admit it: things—are—picking—up! Hon 
estly, the nightmare of expecting honest merchandise at 
half price seems to be wearing off and people are getting 
to act almost human again. Of course, I know, in the 
Land of the Blind One-Eye is king, and so, even a 
little spurt after all these quiet days creates quite 
flutter in our “midst,” but why not admit that there is 
ray of sunshine piercing what looked to be an impen 
etrable cloud? 


s-sh! 


Prices on appliances will have to be lowered. And 
what's more, they will be lowered. It takes no prophe' 
to foretell that But the decline will very likely be 
gradual, not enough to seriously hurt the careful. co1 


The demand, temporarily knocked 
the vicious hysterical! 


Houses must be built 


servative merchant 
groggy by uppercut from the 
nl it bee P : } . : 

clothing man, is bound to revive 


They will be built. The building permits loom large, 
even though this is the foolish, or wet. 
coast. 


season on this 
Meals have to be cooked and only our grand 
mothers will cling to wood, and they aren’t moving into 
the new bungalows, at least not as owners. And jov of 
all joys! winter will follow summer as long as this tot- 
tering world stands, and homes have to be heated and 
gas is the fuel of the future: its victorious onward 
march cannot be stemmed. There is no Foch. no Persh- 
ing, who can turn it back. Its converts do not have to 


be chained to its victory chariot, but cheerfully heap 
garlands and praise on their emancipator, the fuel which 
did away with basement chores and other “base uses” 
to which Shakespeare condemned Horatio! 

And while our snow-capped mountains (visible all 
the year, nota bene (note well), you intending new 
comers) are the source of our delicious, icy water, this 
article, almost as free as air and quite as useful, will 
have to be heated and gas will do it quicker, cleverer 
and cheaper than any other method; comfort and con 
venience considered, of course. 


Look Forward to Sales Resumption 


So that we on the coast, admitting a falling off in 
business, expecting to see many a figure in red on the 
books (for losses will have to be faced as declines are 
announced) and knowing that 1921 will not show the 
earnings of 1920, admitting all that, look forward to a 
resumption of sales, to a steady, healthy, demand and 
we pray that no one will thoughtlessly start a stampede 
or become hysterical. 

And right there is where the American (ras Associa 
tion and the gas magazines can show their value to the 
industry as never before. They can manage a decline, if 
it has to come, along sensible lines and prevent the man 
ufacturer from injuring the appliance business by start 
ing any such stampede as the clothing business, for in 
stance, has witnessed. 

The threadbare clothes are being packed off now to 
our suffering fellows across the water and new clothes 
take their place, but show me the man or woman who 
would come in and buy a range, a water heater or a 
space heater just because they could get one for $75 
that cost $150 a vear ago. Lower-prices will stimulate 
trade, quite true, but when one has a good appliance it 
matters not to him how much lower he can buy another 
one. Qua buyer he hibernates till what he has wears out 

To sum up: Provided the manufacturer starts no 
pal ic, it seems that this coast should be prepared to do 
from 60 to 75 per cent of the appliance business it did 
in 1920. Anything over 75 per cent will be something 
to shake hands over. But the per cent of net profit is 
apt to he cut considerable. How much, depends upon 
the coming events. 


Clubs Aid Company to Hold Employees 
Md ; 


nd electric company of this city that helps 1 


institutions of the gas 


Baltimore One of the 


aintain the 
‘sprit de corps ot the working body of that companv is 


the Service Club. There are five of these clubs, mem 


bership in which is based upon length of service with 
t company. The Ten Year Club, the | e! Yea 
Club, the Twenty-five Year Club and the Thit five 
Year Club, containing employees whose service has bec 
from ten to thirty-five years or more and also retired 


employees. There is also a colored « mployees’ club. 

Each club was inaugurated and completed its organ 
The din 
year and will be made 
manent part of the company 


ization at a dinner tendered by the company 
ners will be continued this a per 
They will begin with 
the Ten Year Club this month and thereafter will con- 
tinue each week until the roll of the clubs is com- 


ife. 


pleted. The clubs have a membership of 552. 
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High Cost of Cheap Salesmanship 


Getting Out of the Indifferent Trail into the Success Road 


By J. E. BULLARD 


Cheap and tawdry sales methods have many qualities 
in common with cheap jewelry. They do not wear well. 
They are not so likely to make a good impression. Too 
much dependence is placed upon brass and too little 
pure gold is used. 

Probably one of the greatest defects from which all 
retailing in this country is suffering is cheap salesman 
ship. One does not have to go far in order to find 
examples of it. In a cer 
tain city within a distance 


necessary to add more space. But in this store we find 
a different kind of salesmanship. No selling is done in 
this store by boys. Men do it. These men also know 
the meaning of real salesmanship. No matter what the 
weather may be outside, no matter what time of dav i 
may be, no matter if it is right after a holiday, these men 
always welcome the customer with a smile. They 
him feel glad to spend money there. They keep 
store neat and clean. Ev 
erything about the store is 


make 
the 





of a mile there are four 
stores in the same line of 
business. 

The proprietor of the ; 
first store does not spend ship? 
very much time in it. Most 
of the time he is elsewhere. 
The work of selling is lef: 
largely in charge of boys. 
These boys are not espe- 
cially interested in the bus- 
iness. They do not remain 
very long in the employ of 
this Perhaps they 
are not very well paid. In 
any the immature 
salesmanship displayed 
does not permeate people 


store. 


cluded in any 


case 


who visit the store once If not, get in it. 
with a desire to rush right 
back and spend more 


money. 

In the next store the pro- 
prietor does most of the 
selling himself but there is 
something about his man- 


Just what is cheap salesman- 
[t isn’t only a question 
of price in the actual outlay of 
dollars and cents, rather it is 
the lasting effect thatis created. it is 

Get right down to 
tacks and see if you are in- 


Mr. Bullard outlines. 
are you in the fourth class? 


your vanity to face the facts, 
but it’s going to do you a lot of 
good just the same.— Editor. 


The amount of 
this store 


sales 1s me 


attractive 
money spent in 
pel dollar ot 
greater than in anv of the 
ee ; 
other otf the four stores but 
no cheap salesmanship ls 
used here. One does not 
have to see the hallmark to 
know that it is genuine,that 
solid I 


through and 
through. 


The salesman 
ship employed in the other 
three stores is proving very 
expensive because it is 
placing a very serious limit 
upon the annual profits. 
The class of salesmanship 
in this store is building up 
the business. All four of 
the sell the same 
goods. Chey sell the same 
brand of goods. They buy 
them at the same price and 
they sell them at the same 


brass 


class ot 
of the classes 


If so, 


It may hurt 


stores 














ner that is not pleasing. 
There are times when a 
customer cannot help feeling that he is really not wel 
come in that store. 

The selling in the third store is done to a great de 
gree by the proprietor and an old man who formerly 
owned the store himself. These men are apparentl\ 
-uffering constantly from poor digestion. One can see 
that they are doing their best to please but that their 
digestion has soured their disposition. It is even whis 
pered that the present condition of their digestion is due 
to drink and that they are still doing a good deal of 


hootlegging. 
All Well Located 


The most prosperous of these three stores is making 
onlv an indifferent success. Each is in a good location. 
Each has great opportunities before it, but each is 
placing too much reliance upon cheap salesmanship, 
salesmanship through which the brass shows too plainly. 

The fourth store is making a real success. The bus- 
iness is growing so rapidly that every little while it is 


ae price. The only difference 
between the three is the 
volume of sales and the 


rate at which these sales are increasing from year to 
year. The only explanation of this difference is the 


ditierence in the salesmanship employed. 
The Real Cost of Selling 


The real cost of selling is one of the hardest things 
in the world to measure. This is due to the fact that 
salesmanship has a cumulative effect. After high class 
salesmanship has been employed for a certain period of 
time all sales effort may be discontinued and sales still 
continue to be good. On the other hand it may happen 
that the grade of salesmanship that will prove the most 
profitable in the end will not show as satisfactory imme 
diate results as some other grade of salesmanship that 
will prove costly in the end. 

(aas companies can now measure with a fair degree 
of accuracy the real cost of sales methods that were 
used twenty-five years ago but it is not so easy to meas- 
ure the real cost of methods that may be used to-day. 
It takes time to measure the final result. The real cost 
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of a season’s sales campaign can never be figured with 
extreme accuracy at the end of that season. It is easy 
enough to figure up the amount of money that has been 
spent and the amount that has been taken in but it is 
not so easy to figure just how much good-will has been 
created or destroyed as a result of that campaign. 
When the figures look the best, the campaign may have 
been the greatest failure. 

The only safe and sane way under these conditions 
is to look for quality rather than cheapness. [Every 
public utility man to-day will admit that we are still 
paying for the methods used in the management of util- 
ities a couple of generations ago. “The public be 
damned” policy was cheap salesmanship. It was very 
cheap. It was all brass. It has been necessary to pay 
the price ever since. Most people will agree that had 
the traction companies employed high class salesman- 
ship to sell their services to the public that they would 
not be in the predicament that they are in to-day. They, 
however, did not use high class salesmanship. When 
ever it was necessary to do any selling ‘to the public, the 
tendency was to look for the cheapest, rather than the 
best, method. Just as little selling as possible was done. 
Good-will building was not considered essential. Now 
every one is paying the price. 


Is Good-Will Insurance 


Good salesmanship has been defined as good-will in 
surance, and salesmanship can be considered as includ- 
ing all sorts of sales efforts, advertising, window dis- 
plays, showrooms, personal salesmanship and all. Any- 
thing that tends to increase the good-will of the com- 
pany is really salesmanship, at least it is salesmanship 
in the sense in which the term is used here. 

When a wise man takes out an insurance policy he 
does not seek the company that offers it at the lowest 
premium so much as he does the company he knows 
will he in a position to pay the claim in case of loss 
He takes no chances with shaky companies. 

One of the reasons why we have business depressions 
is because the same care is not exercised in regard to 
sales methods. More attention is paid to finding the 
cheapest method rather than the one which will stand 
up when it is most needed. 

During the past few years salesmanship has been al- 
lowed to become so flabby that business men are finding 
it very difficult indeed to make the public believe that 


thev really want to sell goods. There is scarcely a per 
son who is not positively certain that a certain dealer 
he knows doesn’t want to sell any new stock, but simply) 
wants to get rid of his old shop-worn stuff. 


Indicting Combination Companies 


In the case of many a combination gas and electric 
company the consumers are very positive that the com 
pany does not want to sell gas except for certain pur 
poses. They are sure that the company desires to sel! 
that which will make the consumer’s bill the highest at 
the end of the month. It is cheap salesmanship that 
has brought about this result, The reduced revenue that 
results is the price that must be paid. 

Comparison of ‘the results obtained by such a com 
pany over a period of ten, fifteen or more years with 
those obtained in a city where both the gas and the elec 
tric company enjoy the thorough confidence and _ the 
trust of the public indicates just how high a price has 
been paid for this cheap salesmanship. Such compar‘ 
sons never fail to show that it is very high. 

It is not necessary, however, to go to all of this trouble 
to discover the cost of cheap salesmanship. A\ll that 1s 
necessary is to watch the sales methods of those con 
cerns which are endeavoring to sell something to one. 
He is not impressed by the cheap methods. In fact 
these create doubts in his mind that never before ex 
isted. He is impressed by high class salesmen and com 
panies that use high class selling methods. 

What holds true in the case of what we buy, hold> 
equally true in the case of what we sell. The man who 
represents the gas company is the gas company to the 
people upon whom he calls. If his eyes are shifty. 
those who have previously had the utmost faith in the 
company begin to suspect it. If the meter reader lacks 
courtesy, the company, not the employee, is blamed. If 
the salesmen are shabby, then, the company is consid 
ered shabby. 

During the next decade, more sales effort will prob 
ably be needed than has been required during the pas 
ten years. It is going to be a mistake to try to get this 
salesmanship at too low a price This does not mean 
paying employees more than they earn or paying more 
What it does 
seek quality 


than is necessary for advertising matter. 
mean is that it 1s cheaper in the end to 
than merely low prices. Cheap, thinly plated salesman 
ship never wears well. This makes it far more expen 
sive in the end than that of sterling quality. 





The Right and Wrong Way to Bend 
. 
Pipe 
Hints That Will Prove of Value in Obtaining Results 
in Operation That Every Plant Goes Through 

After fifteen years of experience with work involy 
Ing pipe bending it occurs to me that the following pre 
evitionary remarks m°y be of value or interest: 

In bending large pipe fill wih dry sand and plue 
the ends. Heat to red heat in localities to be bent and 
bend. Be sure that the sand is dry. Where bends are 
slight it is often unnecessary to use sand or rosin. The 
object of sand or resin is simple, to keep the sides of the 
p'pe from collapsing, or, to prevent reduction of flow 
aren. If wet sand is used, and if the ends are plugged, 
the pine may burst when heated, due to the steam pres 
sure venerated. 


Rosin also is good. Put there is a “right way” and 
possibly several wrong ways to use it. An example of 
a wrong way was recently brought to my attention where 
the “mechanic” filled the pipe with rosin, plugged the 
ends, and heated the pipe at the place where he wanted 
to bend it. He watched for a “red heat” just as he 
would had he filled the pipe with sand. The result was 

2 violent explosion. 

The way to use rosin is to pour it into the pipe and 
allow it to cool and harden. As soon as the rosin is hard, 
bend the pipe cold. Don’t heat it. Then, after the 
pipe is bent, heat sufficiently and remove the rosin. 

There are many excellent mechanical devices on the 
market for bending pipe. To bend large, stiff pipe 
slightly and inexpensively there is nothing handier o1 
more efficient, in my judgment, than a hvdraulic pipe 
hender driven by a hand pump. 


(Copyright, 1920, by Il’. F. Schaphorst.) 
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Why Be a Crabber! 


When One of the Species Gets Into Action the Morale of an Organization Is Destroyed 


By FRANK FARRINGTON 


What is a crabber, anyway’ The dictionary gives as 
the colloquial meaning of the verb “to crab”: “To find 
fault with; to criticise adversely.” It looks as if the 
dictionary might know what it is talking about, 
doesn’t it ¢ 

We usually think of the crabber as the fellow who 
finds fault with the other fellows on his own team. He 
does not stop with criticising the plavers of the opposing 
team. He jumps on his own 
teammates. 


down, fellows!” 
ization. 


when there comes a time of demoral- 


The crabber in business never gets along except as he 
is passed along from place to place by employers who 
are more than pleased to let somebody else have him. 
No good baseball manager keeps a crabber unless he 
may in some particular be a world beater. 


Can Destroy Morale 








You know what happens [j— 
when a baseball team be 
gins crabbing; when the 
players begin to jump on 
one another for errors; 
when the shortstop yells a: 
the left fielder, “Wake up, 
you big stiff! Do you think 
I’m gomg to cover the 
whole outfield!” when the 
first “calls” the 
pitcher for not covering fj 
first base on a short hit jus' | 
over the base into right | 
field; when the pitcher 
“bawls out” the catcher for 
dropping a third strike? 

If this kind of crabbing 
begins when the team is 
getting behind on the score J} 
and when the other team is 





baseman 


The world, as Mr. Farring- 
ton points out, is filled with 
““crabbers’’ and the gas busi- 
| ness unfortunately is not free ; 
from the species. 
one thing that gas companies 
can do, however, and that ts 
to keep the ‘‘crabber’’ out of 
the Sales Department. Many | 
a good sale has been lost be- 
cause a ‘“‘crabber’’ began to 


One crabber can destroy 
the morale of the best or- 
ganization in the gas indus 
try if nobody puis the ki 
It is 
the business of all the rest 
of the organization to jump 
on the crabber rough shod, 
not for his mistakes, but 
for his crabbing. He must 
have that quality stamped 
out of him or he will be the 
most expensive part of the 
operating machinery. 

The born crabber never 
sees anything good in the 
work of the rest of the 
team. He isn’t looking for 
good points. He is looking 
for faults and, since every 


bosh on his crabbing. 


There is 





starting a batting rallv, it knock. Don *% give him a body has plenty of those 
helps to bring on a general : a . and since we are all open 
balloon ascension. First chan e. —Editor. | to criticism from some an 


one player gets rattled and 
then another until the 





gle, the crabber finds it fine 
|| picking wherever he goes. 








whole team is up in the air. 


Take the man whose part 





In such a case one of two 
things usually happens. Either the opposing team ham 
mers out a victory then and there, or somebody keeps 
his head and slows down the play until the men have 
come to realize what they are about and begin to shou: 
“Come on, fellows; here’s where we steady down. 


let's ons?” 
ATS go! 


Crabbers in Gas Companies 


In business it is not so different. Every organization 
engaged in the gas light industry has the same kind of 
men in it that are found on a baseball team. It has the 
ones who become irritated when somebody else makes a 
mistake that affects the work of the organization. It 
hag the men who are always ready to “baw! out” a fel 
low employee, who are willing to blame somebody else 
for all kinds of errors, their own included. It has men 
who find fault with the equipment, the machinery, the 
methods, the rates, just as the ball team has men who 
throw down their gloves and iump on them when they 
have fumbled a throw or muffed a fly. I and we 
are thankful for them, the men ready to call “Steady 


has, 


of the business takes him 
out through the territory the organization serves and 
keeps him, perhaps, out of much personal contact with 
the rest of the force. He cannot call the others down 
as he might if he were working in the plant with them 
but when he comes into the office, he meets Brown and 
he intimates to Brown that Greene, one of the trouble 
shooters out among consumers, is a joke—doesn't know 
one first thing about gas fixtures and appliances. Then 
when he meets Greene somewhere out around town, he 
tells him that Brown back there in the office thinks he 
is the whole thing, but that he is a nut and ought to be 
replaced by someone else before the squirrels get him 
That is crabbing just as much as accusing the third 
baseman of throwing the game because he drops one 
of those twisting pop-flies. 


Knocks Management, Too 


The crabber takes pleasure, too, in knocking the man 
agement when he happens to feel sore about something. 
He has been refused the raise he wanted or he wanted 

(Concluded on page 126.) 
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The Patient Has Vitality: All He Needs Is Treatment 
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A Merchandising Issue 
This issue of the AMERICAN GAS ENGINEERING JOUR 
NAL is devoted to the question of merchandising gas ap 
Tne FUNDAMENTALS OF SELLING—By JoHN 


pliances. We believe that even the most casual observer 
fc, ee eee areata gs oka aerate oe 115 


could ascertain that by a cursory examination. It 1s not 
, ; , a perfect by any manner of means. We don’t claim that 
Pacific Coast SALES SitvaTion—By JonHn H . 


. ° ) . ~la; - ‘ . rq 2 79aS j aS 
HARTOG 115 itis. But we do claim that anybody in the gas business 


can understand what it’s all about. We are positive of 
Hicn Cost or Cuear SALesMANSHIP—By J. E. that. We read the articles to a ten-year-old boy and he 


I a ee 117 understood them. 


Maybe the English used is not the best, and it is just 


Tue Ricut anp Wrona Way To Benp Prpe..... 118 : ; 
possible that a few rules of grammar have been violated. 
: : : . We hope so. When this issue was gotte »gether the 
Why BE a CRABBER!—By FRANK FARRINGTON... 119 é E ; ee hei wohcisagap . gether the 
question of the English used was not the object in sight. 
esmneeeee 8 on sd cen cchaccl. ... 121 The one idea was to stir up some thought on this gas 
appliance business. If this has been done then the main 
FINDING AND MEETING OBTECTIONS IN A CON- object has been accomplished. 
STRUCTIVE Way—By C. E. SHAFFNER....... 123 Hn thic +3 . : ¢ : 
TRUCTIVI AY—By from this time the first issue of every month of the 
\MERICAN GAS ENGINEERING JOURNAL i ing 
: ; \MER . Gas ENG SING JOURNAL is going t . 
PutTTInNG Easter Spirit INTO SHow WINpdows 7 ies —s me 
Soa eeoeneiogg/ ag eed 194 devoted to merchandising subjects and ideas. Sometimes 
we may criticise, but principally we will suggest. The 
SuGGESTIONS FoR TrmeLY Winpow Dispiays.... 125 sales department of every company is mighty important 
and we believe ts worthy of having at least one issue 
MERCHANDISING GAS APPLIANCES UNDER PRESENT every month devoted to it. If it isn’t, then we have 
: ’~\ 1” ) J 4 \ } 3 y \ 9 ‘ - r 4 ~ 
Conpi1Tions—By James P. MANLAN........ 12 been sadly mistaken in salesmen and salesmanagers 
But to really do a big work in a big wav is a j ! 
; ally do ; a big way 1s a job that 
Purstic Utinity Securities MARKET ReEport.... 129 se ° : : 


is going to require support on every side. If a company 
iets tie Wee eeae on 430 has a good idea or method in promoting sales, it 
tainly is failing in its duty to the industry if it does not 
PERSONAL NOTES oo coco ccceccececceccccceen. 132 Pass that idea along. That’s what we are here for. We 
will get every idea that we can seize and then we will 


pass it along. 
We are convinced that the gas industry wants 
such an issue of the JourNat as we are planning to give 


cer 
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We have been asked for it, for there has long been 1 that they need or that they believe they need. Every 


need. Now we are trying to fill that need. There isn’t 
an article published in this issue that isn’t good reading 
and each one certainly has an idea that will help. 

\Ve have a lot of good things for coming issues, 
things that will prove well worth the while of any man, 
and as we go along we hope to progress and increase 
in value. 


Gas Companies’ Part 
On every side we hear a great deal about the slowing 
That’s all bosh. 


up process in business. Business is 


just what we make it. If we really want to have good 
business we can get out and sell and keep hustling. 

Take, as an example, the gas appliance business of 
to-day. Gas companies are not buying as they should. 
And why? Simply because they say that business is 
slow. But the real reason is that somebody has told 
It isn’t slow. 
and it will get better if we want it to. 


them that business is slow. It’s good, 
What is the fellow who makes gas appliances to do? 
We hope not, for if he 
does then when the orders do come in most factories 
are not going to be in a position to take advantage of the 
The 
manufacturer has to keep an organization together if he 
is going to supply you when you want to be supplied. 
Here is where you can help: 


Wait until a miracle happens? 


business and that will cost gas companies money. 


If you don’t want to place big orders right now, 
place small ones. That is going to keep a factory run- 
It will mean that the labor will not have to be 
laid off with a consequent scattering to other industries 
and a dearth of men when we want them. 


ning. 


Keep plac- 
ing these orders so that business will not break down. 
Later on when you want a lot of goods shipped in a 
hurry, if you have done your part and helped keep the 
factory going, you are going to get service. 
won't if you don’t do your part. 


But you 


\s a matter of fact, there is no reason why you 
shouldn’t place orders right now for a lot of goods. If 
you get them in you are bound to sell them if you half 
try. The question of lower prices later on don’t need 
to bother you very much. Manufacturers as‘a rule are 
willing to guarantee their prices we are told so that you 
will be protected from loss for a reasonable time. But 
the biggest item right now is whether you have faith in 
your business. If you haven’t, get back in your shel! 
If vou have, get out on the firing line and act the part 
of a man. People need gas appliances and they are going 
to need a whale of a lot more in short order. If you 


Just do 


don’t get that business it is your own fault. 
your part. 


Dig In! 
There is a lot of money in the hands of lots of people 


right now. They are going to spend it for the things 


family needs some kind of gas appliance and it is up 


to you to sell them. Don’t wait for them to come to 
Don’t wait for the other fel- 


You do it. 


you.. Get out and hustle. 


‘ow to start something. 

Right now there are hundreds of people in your com 
munity who really need gas appliances. 
don’t know that they need them. 
job. 


Maybe they 
But that’s part of your 
Stir up your sales department to get out and get 
the orders: This is only the second month of the great- 
that 


chances for you to sell to-day than ever before. But 


est year we have ever had. There are greater 
you have got to spread the pep that is going to make 
every day count as a day never counted. Get busy. 
Here’s an idea. [Every time you meet a man, woman 
or child, jot down just what gas appliances the person 
needs. Don’t 
Get busy right 
Remember, no matter what line of business a 
man may be in he can always use a gas appliance either 


Then sell that appliance to that person. 
wait until to-morrow to start the sale. 
now. 


in his home or his office. Now when you know what 
he needs you can sell him. 


iness. 


That’s part of your bus- 


Do you realize just how important your sales depart 
ment is to the rest of your business? 
think but don’t take too long. 
sold. 


Sit down and 
Gas appliances must be 


The gas industry never had a greater opportunitv 
than right now. Dig in! 





Selling Through Dealers 


Selling gas-burning appliances through the local 
dealers may appear to some sales managers as revo- 
lutionary, to say the least, but the splendid results 
obtained by the Portland (Me.) Light Com- 
pany more than justified the experiment, according 
to reports. E. A. 


Gas 


Willard, the new-business mana- 
ger, tried out the plan only after a thorough inves- 
tigation, and the immediate co-operation that the 
stove dealers of his city extended proved that he 
was on the right track. 

There is another side to this selling plan, however, 
that is worthy of thought. The possibility of good 
will building through such an affiliation is limitless 
and should appeal to every company as a common 


sense business activity. At any rate, the plan is 
worth investigating. 

The use of dealers, however, should not be confined 
only to special sale, but arrangements should be made 
to carry on the campaign throughout the entire vear 
If this is done then the question of stock to be carried 
can be solved through a co-operative plan, whereby the 
dealer will place orders with the gas company for thx 
stock he estimates he can sell with the privilege of re 
turning the stock he fails to dispose of to his customers. 
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Finding and Meeting Objections in a Constructive 


Way 


Overcoming the Prejudice That Is Due to Ignorance of Our Product 


By C. E. SHAFFNER 


()bjections to the use of gas and gas appliances which 
for the most part prove absolutely without foundation 
are continually cropping up and upon analysis invari- 
ably disclose their origin in totally mistaken ideas or 
distorted facts emanating from a current of under- 
ground whispering or gossip purveyed in the usual 
fashion from one neighborhood to another, usually as 
the result of an incorrect interpretation of some incident 
which actually happened 


belief that he was conferring a benefit. And it is quite 
possible that a similar belief prevails in a great many 
foreign sections of cities and towns throughout the 
country, although perhaps not to such a considerable 
extent. 

While this example is somewhat isolated at least in its 
scope, there are a number of other petty objections with 
a new slant which are constantly turning up. A clerk 

in a large hardware store 





but loses its identity almost 





completely in the telling. |} 
And yet these false rumors 
by setting up definite preju- 
dices frequently prove seri- 
ous impediments not only 
to the installation of gas, 
but also to the more exten- 
sive use of gas appliances 
where the product is being 
already employed for home 
use to some extent. 

This is strikingly demon- 
strated by a story which 
recently gained impetus in 
one of the newer sections || 
of Detroit—a part of the 
citv occupied almost entire- 








of the fact that this con- 
venience was offered it was 
almost impossible to dis- 
pose of gas stoves and 
other appliances for cook- 
ing and heating to these 


ly by foreign residents— 
and in which gas mains : 
had just been laid. In spite || to begin, not to-morrow. — 


Editor. 





Most objections to gas and 
gas burning appliances come 
asa result of ignorance. No 
one but the gas-man is to 
blame for this condition. 
as appears, it 1s necessary to 
educate the public on the sub- 
ject of gas, now is the time 


in Highland Park, Mich., a 
short time ago reported to 
the manager that a good 
customer had insisted up- 
on the exchange of a new 
gas stove which she had 
just purchased because it 
was claimed, as she stated, 
that the gas tainted meat 
the stove functioned at all 
and vegetables and when 
properly the cooking was 
very inferior. The sales- 
man thinking that perhaps 
the range was out of order. 
made a personal examina 
tion—and a very thorough 
one at that — because he 
Was surprised at this em- 
phatic claim in view of his 
long experience with gas 
appliances. After finding 
that the range was in per- 
fect condition and still be 
ing unable to satisfy the 
lady customer, he wascom- 
—* pelled to seek theassistance 


If, 








people. The real reason for 
this antipathy was not dis- 
covered until a representative of the Detroit City Gas 
(Company, who spoke the several languages of the neigh- 
borhood, found after extensive investigation that a 
rumor had been circulated to the effect that gas was 
poisonous and that if it were piped into their homes the 
results would be fatal. In their ignorance, of course, 
they had readily accepted this fact from one of their 
own number, who happened by reason of his position as 
a private banker to hold their respect and belief in his 
opinions. When the story was finally traced down to 
this informant he was personally interviewed and, of 
course, enlightened as to the facts, although he stoutlv 
denied that he had any personal interest in the exclusion 
of gas and gas appliances from his section of the city 
and that he had gained this impression from stories he 
had heard ever since he came to this country. In view 
of the ridiculous superstitions which people who have 
lived in this country all of their lives insist on clinging 
to, it is comparatively easy to see how this new citizen 
could gain such a false impression and be directly re- 
sponsible for its spread among his own people in the 


of the manager and the lat- 
ter was even more sur- 
prised. Finally, by tactful questioning, he found that het 
husband was very fond of broiled steak and that one of 
her brothers who was a chef in a downtown hotel had 
convinced her that the proper way to prepare broiled 
steak was by cooking it on top of a coal-burning range 
and as a result, she had gathered the delusion that gas 
was contaminating her cooking. The hardware man 
ager happened to be quite a cook himself, and he 
speedily dispelled this delusion by a personal demon 
stration of the fitness of a gas range for any cooking 
purpose so that even the husband of this complaining 
customer was thoroughly convinced. 


Another Peculiar Objection 


This same hardware man also discovered another pe 
culiar objection to the use of gas when another woman 
customer complained to him that her clothes were being 
ruined by boiling them in a copper boiler on a gas plate 
A preliminary investigation showed that the clothes 

(Continued on page 127.) 
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Putting Easter Spirit Into Show Windows 


Examples From Other Industries That Can Be Applied to Gas Business 


By ERNEST A. DENCH 


't is becoming more and more the vogue each year as 
Easter approaches to herald the event with a spectacu 
lar window display. This is because Easter now ranks 
second with Christmas in the all important matter of 
gift giving. Not so many years ago chiefly the florist 
and the confectioner benefited by Easter, but now that 
the custom of gift giving at this time of the year has 
spread, merchants in all lines of business can participate 
in the extra profits to be 


had. 


by stores in practically all trades in any locality. 


Peter Rabbit’s Home 


a 
[rwin-Hodson, Portland, Ore., painted white clouds 
on each blue rear panel. At the rear center a tall pile 


of moss was placed, with several small evergreen 
branches planted in it for trees. Under the trees so 
formed was a cardboard 


house, about twelve inches 





The methods employed |} 
to attract business at East- || 
er are many, but there is no | 
gainsaying the fact that ™ - 
the spectacular window displays 
display wins the most cus- 
tomers. Folks get the same 


True enough the window 
described by 
Dench do not refer to the gas 


high, and built with the 
quaintest little red card- 
board chimney. Above the 
open door was the follow- 
ing sign: “Peter Rabbit.” 
Close to the door were two 


Mr. 


| 

a eS . || rabbits, both standing up- 
liberal shopping mood as at} business, but there area mighty | right. Peter Rabbit was 
Christmas and are most at | fine lot of ideas that can be attired in little coat and 
tracted by windows elab- | , ; - trousers, while Mrs. Peter 
orately bedecked for the || applied to our industry if a | wore a little gingham gown. 
occasion. The additional little time and thought are de- Placed at the bottom of the 
time, expense and effort a pile of moss was the sign - 
spent in this connection voted to the question. “To the Smiling Pool. 
in ly sap en pom Incidentally any good wine |) Vn are bout a too 
ume of sales. dow display that you can create away from the sign, was 





The window display sug- 
gestions have been careful- 
ly compiled with this all 
important money making 
object in view. 


fo us. 


Free Gifts of Easter 
Eggs 





The Wonder Millinery, = —K“<K$[—— ~ 


should be passed along. 
a photograph of it and send it 
We'll publish st if pos- 
sible and give you full credit. | 
|  Helpthe other fellow.—Editor. | 


a | made by covering a piece 
Take of blue silk with glass. The 
| moss came down and bor- 
dered the pool. The moss 
! studded with little 
cardboard flowers, while 
the border of the pool was 
covered on the outside with 
rgws of little shells. Near 
the pool was an additional 


Was 








Portland, Ore., stimulated 

Easter business by giving away a basket of candy East- 
er eggs with each purchase. This offer was called at- 
tention to by a window card held in the paws of a large 
rabbit. The central window exhibit comprised a brooder 
with real chicks running in and out of it. The brooder 
was trimmed with artificial flowers, while the window 
floor was covered with sand. At the rear right was a 
fair-sized doll’s house, and through the open door and 
window minature furniture appropriately arranged in 
the tiny rooms could be seen. Flowers grew on the 
roof as well \t the rear left was 
a plaster Paris egg, about a foot in diameter. The egg 
was purposely cracked large enough in the middle to 
hold several colored eggs and tissue paper, while some 
of the real chicks made themselves at home in the egg 
for brief spells. In the middle came a lake made of a 
large sheet of glass and populated by small celluloid 
swans. While many colored and candy eggs were scat- 
tered over the floor, room was found here and there for 
an exhibit of the goods carried in stock by this estab- 
lishment. It was a window that could be duplicated 


is in window boxes. 


sign, bearing the following 
directions: ‘““To the Green Meadows.” Down in front 
was a strip of orange velvet, on which was a neat array 
of seasonable merchandise. 


The Tolling Bell 


Woolworth’s, Pittsburgh, Pa.., 


floor with straw, out of which cunning pink and white 


covered their window 
rabbits peeked. The attraction compelling stunt was 
the large white rabbit in the middle. The rabbit had 
a huge bronze bell around his neck, fastened with what 
appeared to be a piece of green straw. In reality the 
latter was an electric cord, attached to batteries hidden 
in the straw. This electric contrivance served to ring 
the bell at intervals. The rabbit’s eyes lit up now and 
then by means of electricity. Held in the rabbit’s paws 
was a small novelty card that read: 


Easter Novelties and Suggestions Inside. 
Moderately Priced. 
(Continued on page 126.) 
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Suggestions for Timely Window Displays 








Lincoln Thrift 
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COOK WITH GAS 
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Taking advantage of Lincoln’s Birthday as shown in The thrift movement is gaining converts daily. If 
the picture is an example of timeliness. The window you are alert to the advantages of the situation this 
can be dressed inexpensively and 1s sure to attract atten- propaganda can be made to increase vour sales. 
tion \ generous use of the American flag will add window. such as the above. is a splendid example of 
color to the display. what can be done in this direction. 








Home Laundry Hygiene 
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HOME HYGIENE 























Whenever two women meet, one of the first subjects 
they discuss is a laundry. What are you doing to help 
solve this domestic problem. Progressive gas appliance 
salesmen can show their interest by a window display _ pliances 
on the style of the above picture dow. 


appeal to a housewife. This subject of home hygiene 


\ny gas company can put in this win 


(Photos by courtesy American Gas Association.) 


\ window display, such as the above, always has an 


has untold possibilities when hooked up with gas ap- 
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Putting Easter Spirit Into Show Window 
(Continued from page 124.) 


The Easter Arch 


The Crescent Hill Music Company, Brooklyn, N. Y., 
introduced an archway effect at the rear of their show 
window. The archway constructed of cardboard, was 
in the shape of a huge Easter egg. Inside the egg- 
shaped arch was placed a cabinet phonograph, but other 
merchandise could be substituted equally as well. The 
egg archway was lined with white crepe paper, with 
artificial Easter lilies placed at intervals apart. The 
green plush covered window floor was bordered along 
the front with a green shrubbery hedge, with a basket 
of real Easter lilies placed at the front center. 


Their Country Home 


The Rosary Floral Shop, Newark, N. J., had a mini 
ature model of a two-story frame house standing in its 
own grounds at the rear center of the window. The 
dol! occupants were sitting out on the porch, with small 
live chicks running around on the moss-covered lawn. 
\ gravel path cut through the middle of the lawn. 


Watering Her Easter Lilies 


Macy’s, New York City, floored their Easter trim with 
artificial grass, frisking about on which were toy rab 
bits, chicks, ducklings, dogs and geese. The rear panel 
ing contained a painting of a- girl watering her Easter 
lilies. 


The Tulip Bed 


rank Holt & Co., Newark, N. J., had pots of real 
flowering orange tulips along the back. The earthen 
ware pots were camouflaged with green crepe paper 
which also gave them the effect of a garden border 
planted with tulips. Over the window floor was laid 
a large piece of glass to represent a pond, which was in 
habited by small celluloid swans. Paper water lilies 
were planted around the borders of the “pond.” Gor 
geous specimens of paper butterflies were suspended 
from the ceiling. 


An Effective Setting 


lLegerton, Charleston, S. C., introduced a rear drapery 
of silk paper in white and gold checks, with broad rib 
bons of royal purple dividing it into panels. Over the 
white. gold and purple striped paper floor large bunches 
of emerald green grass, dotted with field daisies, were 
strewn. At the middle came a platform, draped with 
purple plush, and occupied by two large bronze rabbits, 
sitting on haunches. Between the rabbits was an Ori 
ental vase filled with large gold colored roses. Hanging 
overhead were baskets of May trailing flowers, as well 
as baskets of Easter eggs, candies and little chicks. The 
remainder of the trim was taken up by a display of sea 
sonable articles. 

Marshall Field & Co., Chicago, Ill., conducted a suc 
cessful Easter Party, to which all children were invited 
his event took place the week prior to Easter. 


; Dur- 
ny al 


appointed half hour each day, the Children’s 
Magician held sway in the Big Sister’s Room. The 
conjuror put across such stunts as “The Trunk Mvs 


tery and Mlle. Rabbit,’ “The Appearing Birdcage,” 
“The Plateful of Flowers,” etc. Then for the same pe 
riod in the afternoon Phillis Fergus was the star attrac 
tion. Miss Fergus presented such song poems with 
musical settings as “The Sugar Plum Tree,” “One, Two, 
Three Candlelight—Old Friend Soap,” “Four Child’: 
Fancies: The Rain, The Rose, The Wind, The Snow.” 
I-lsewhere in the store, of course, there were seasonable 
displavs of Easter goods and few parents who were 
coaxed by their youngsters to attend this Easter parts 
left the huge store without making a purchase in at 
least one department. 


The Fundamentals of Selling 
(Continued from pafe 114.) 
and perhaps his range at home, while not as good as 
the one advertised, will last out the season if need be. 
“This prospective buyer passes a showroom ot 
one of the gas appliance companies. 
sees a gas range. 


In the window he 
Over the range he sees a sign, en 
larged, but en exact duplicate of the cut he has seen so 
many times in glancing over the magazines and news 
papers. 

“Right there a real fundamental comes into play. A 
human train of thought, or you might even call it a 
sort of emotion, is being stirred. 
pression is curiosity. 


That emotion or im 
Curiosity will probably bring that 
prospect into the store. If he does not enter that store 
at that time, you can wager that if he does seek a gas 
range at any time the first one he will ask to see will be 
the one which stirred his curiosity. 

“From that point on is where the inside salesman be 
comes important. If he knows the fundamentals of hi, 
profession he will sell that range.” 

I almost agreed with him, and I cut in with what the 
first merchant had said to me, just to try it out: “I 
thought Mother Eve had the right principle.” 

The merchant looked at me, studied a minute, and 
said: 

“Well, there’s an element of right there. In fact, 
your remark has taught me something that I'll think 
over. Temptation, it is true, is a big factor in selling 
In the future I believe I’ll remember that these two im 
pressions are the ones that should register if we wan! 
to make the retail business a success. 

“But there is another thing to remember, after cur' 
osity or temptation has made sales for vou, no good-will 
can be built up unless the goods you sell are up to the 
standard. 


Why Be a Crabber 


(Continued from page 119.) 


a change of work that he didn’t get. He makes up his 
mind that he doesn’t give a hang for the outfit if it won’t 
give him what he wants. He has no ability to get the 
other man’s point of view, so he goes along nursing a 
grouch and crabbing. 

The natural result of criticising your own organiza 
ton and its service in the presence of someone who is 
using your service is to make that patron feel that there 
is something wrong. It is only a step from discovering 
that the employees of a concern and the members of the 
company are not loyal, to developing the belief that the 
concern is not entitled to lovelty, thot it i 


is not giving 
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good service or good value. No one thinking your com- 
pauy is crooked is going to think your service is straight. 

You will certainly find a distrust of your company 
growing up in the minds of the people who patronize it 
if those people hear you saying uncomplimentary things 
about its methods and its management. 

Sometimes the collector may have his attention called 
to an error in the bill and he remarks caustically, “Gosh ! 
I’ like to know what’s getting into that bookkeeper 
lately. I’m tired of the kicks I get on mistakes in bills. 
If he’d do his work right, I wouldn’t have all this 
trouble.” 


Leading the Patron On 


It is easy to think what the patron is going to think 
in a case like that. He may have thought that the mis 
take in his bill was exceptional, but when he discovers 
it is a common occurrence, he naturally distrusts every 
bill presented after that and he doubts every statemeni 
emanating from the office. He can’t be blamed. 
what the collector started by crabbing ! 


See 


It becomes expensive for the company when its rep 
resentatives put their own personal standing ahead of 
that of the concern and try to shield themselves and let 
themselves out of trouble or bother by blaming some 
becy back in the office for mistakes that may have been 
made there, or may not. The crabber gives the impres 
sion in the above instance that trouble is a common 
thing, when he ought to be making it appear very ex 
ceptional, 

You cannot be against your company and for it at the 
same time. The patron is quick to notice any disposition 
cn your part to take sides against the company and usu- 
ally there is quick distrust of the man who lines himself 
up against his employers in any way. We know he 
would not do that if he were the right kind of a chap 
even though the criticism might be justified. When 
aman acts the crabber he shows a yellow streak. 

There can be no teamwork 


when crabbing is a part 
of the game. 


There will be no spirited effort among 
the men in an organization to see who can do the most 
for the success of the outfit—-not when there is a will 
ingness to give the concern a jab below the belt 
ever there is nobody Icoking. 

A baseball player will call things across the diamond 
to another player that he would not dare stand up and 
sav to his So one man in the organization will 
insinuate things about his fellow workers or 
about the managers, behind their backs, that he would 
not say to them. 

A certain amount of credit for nerve may be due to 
ihe man who stands up in front of the boss and tells 
him what he thinks of him for real or fancied errors. 
but nothing but discredit attaches to the man who takes 
advantage of the absence of the boss to say things un- 
true and insulting. If you have any criticism to make 
of the concern employing you, make those criticisms at 
headquarters. Don’t tell your troubles to outsiders 
Tha’ will get you nothing but a bad reputation and 1 
will not help to correct the unsatisfactory conditions. 

The reason for the efficiency of a military organiza 
tion is that no crabbing is allowed. What do they do 
to a crabber in the army when that crabbing smacks ot 
disloyalty to the country! They slip a fellow into the 
yuardhouse for less than many a gas company employee 
gets by with every day. 

The crabber oucht to be condemned by his 


when 


race. 
say OFT 


fellow 


and he ought to be fired by the boss. He is a detriment 
to any organization and of mighty little use even to 
h:inself. 


Meeting Objections in a Constructive Way 
(Continued from page 123.) 


were being injured by the use of a strong washing 
powder which in the boiling process affected the mate 
rials seriously and as a result of this incident he pre 
pared a display card headed “In Defense of the Wash 
Boiler,” which started out facetiously with the state 
ment that it was rather risky to speak about copper wash 
boilers in these days of home brews and whiskey 
mashes, but the face remained that there was really no 
more effective or satisfactory way of washing dirty 
clothes than to boil them in a good copper wash boiler 
over a gas jet. His idea, of course, was to remove from 
the minds of any other customers any similar impres 
sion as to ‘the spoiling of clothes through boiling over 
a gas plate in the time-honored wash boiler. 

His experience proves conclusively that there is al 
Ways a constructive way of overcoming these unfounded 
objections without resorting to the necessity of a pro 
longed argument and thereby perhaps seriously offend 
ing a customer even though the statements of the latier 
may be entirely foolish. All of us are prone to preju 
dices which we quite often discover to be unfair afte1 
carefully reviewing the facts and therefore the tactfu! 
handling of these snap judgments is most important. In 
Ann Arbor, Mich., which is noted for the number of its 
smaller restaurants, known to its large student popula 
tion as “hamburgers” because of sandwiches of that 
variety which have been largely responsible for the 
popularity of these eating places, there were originally 
in the field restauranis which boasted of charcoal grills 
as the superior method of cooking. Quietly and unoh 
trusively the “hamburgers” went along serving good 
food cooked on gas ranges at cheaper prices until they 
have become widely and favorably known by reason ot 
their performance in food 
promptly. 


cooking and serving 


Ifere is again illustrated a constructive method of sell 
ing gas appliances which by virtue of its fundemental 
correctness will speedily remove any objections or illu 
sions as to the use of gas and gas appliances. It re 
mains for the gas merchandiser to employ methods of 
this sort if he expects to get the most out of his field and 
tvpical experiences like these should teach hiny not to 
regard all prospective customers in blanket fashion but 
rather to search beneath the surface for information 
which may help him to make a sale to a thoroughly sa 

isfied customer. 


Announce Formation of Gas Products Co. 
Pittsburgh, Pa.—At the annual meeting of the Guffey 
(nllespie Oil Company’s stockholders its retiring direc 
tors, except P. EK. Mather of Boston, who is succeeded 
by Carroll Miller, were re-elected. also wer 
re-elected. Joseph P. Guffey, president of the con 

pany, in his remarks to the stockholders announced t'ie 
formation of the Guffey-Gillespie Gas Products 
Ppativ, 


It 5 oft cers 


om 


to take over the oil company’s gas propecti: 
Regarding development of the company’s South me 
ican property Mr. Guffey said that roads had been bu'‘lt 
camps and hospitals established and several machine 
shops constructed. 
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Merchandising Gas Appliances Under 
Present Conditions * 


Salesman Must Now Become Order-Getter to Make 
Business Profitable 


By JAMES P. MANLAN 
Public Service Gas Company, Newark, N. J. 


(he thinking, planning and work necessary to sell gas 
appliances is going to do us all much good. 

The best thing that could have happened for the men 
whose jobs it is to sell merchandise is the change from 
a seller's to a buyer’s market. 

It is going to change a raft of salesmen from order- 
takers to order-getters. 

For the next few months, at least, salesmanagers will 
have a man’s job. It won't be as easy to merchandise 
gas appliances, perhaps, as other household necessities 
because gas companies as a rule, prior to the war, didn’t 
have much competition to meet in selling gas appliances 

Now it is different, and. like it or not, we have got 
to merchandise gas appliances and meet the competition 
of the host of dealers who have taken on the sale of gas 
appliances. 

To get our share of this business now and make it a 
source of profit to us as it must be to our competitors, 
we have to do what any other successful retailer does, 
merchandise gas appliances by the methods which other 
successful retailers have necessarily had to follow. I 
don’t mean to blindly adopt the methods of depart 
ment stores, as their methods in their entirety do not 
apply to a specialty shop and that is what we are 
specialists in the sale of gas appliances. 

What we must do is to study the methods of success 
ful hardware, furniture and housefurnishing dealers, 
mail-order houses, electric shops, 
and other gas companies who are successfully merchan 
dising gas appliances, and adopt any of the good ideas 
that have contributed to their success, changing them if 
necessary to meet our particular requirements. 

I have said we are a specialty shop and as such have 
expert knowledge and facilities at our disposal which 
our competitors have not at their disposal, and we 
should make full use of this advantage. As I see it, 
there are several things which we should do right now 
and quickly. First, make our display of gas appliances 
the most comprehensive and the most attractive of any 
in our community. We should have a complete assort- 
ment of gas appliances and include in it the best that is 
in gas merchandise, so that our stores will be looked 
upon by prospective purchasers as the logical place to 
shop for gas appliances. 

Second, reprice all merchandise on the basis of pres 
ent cost prices and establish resale prices that will allow 
us to net 10 per cent after all legitimate expenses have 
been charged against the merchandise for its sale and 
installation. 

Third, make our terms of sale such that customers 
can afford to include a certain amount monthly in their 
expenses for some gas appliance for which they have 
a legitimate need. 

Special inducements should be made to prospective 
purchasers to buy now instead of later. We could af- 
ford to seli at a closer margin providing we could in- 
crease the volume of our business and turn over. 


gas appliance stores 





*Paper read before New Jersey Association. 


> 


Newspaper advertising should be heavily increased 
for the next three months and the best sales copy be 
employed. Good copy can be procured from the manu- 
facturers, the American Gas Association or from agen- 
cies. There is no excuse for failure to have good ad- 
vertising nowadays, even though the salesmanager 
doesn’t know how to prepare it himself. 

Direct-by-mail advertising should be generously used. 
This, likewise, can be gotten from the gas appliance 
manufacturers. 

The interest and enthusiasm of salespeople must be 
kept up by helpful talks and by giving them such facts 
as will enable them intelligently to meet the arguments 
advanced by customers for not buying now. They 
should not be allowed to wander, but their work should 
be so directed that they will do the maximum amount 
of creative sales work each day, which might reasonably 
be expected of them. 

Our problem is perhaps no different from other re 
tailers’ except that we are better off than many in that 
we are selling necessities. The prices of gas appliances, 
while higher in the past year than many of us would 
like to have seen them, still in comparison with many 
other articles are better value even at present prices 
than most other household necessities. 

Many gas salesmanagers and salesmen had to mark 
time for so long that they necessarily had to slow down 
and now we have got to speed up again. Therefore, 
while all of us may feel that we personally are doing al} 
we can to meet the problems confronting the retailer, 
this change from a buyer’s to a seller’s market is going 
to make many of us think until it hurts, compel us to 
put more constructive effort into our work and not be 
satished with past performances if we are to remain in 
the gas merchandising business. 

Now, let us all spit on our hands and go to work in 
earnest. While the expression is not an elegant one, T 
recall years ago that the fellows up in the woods who 
cut the most four-foot wood in a day were the ones 
who started to work that way each day. They didn’t 
pass up any tree because it had knots in it or would be 
hard to split, because it was their job not only to make 
a living for that day, but to so clear the wood lot that, 
later, potatoes and buckwheat could be grown there 
I also noticed that they were careful to so place the axe 
each time that it would cut out the largest chips with 
the fewest strokes. 


Elects Officers and Directors for 1921 

Salisbury, Md.—Officers and directors for the Citi 
zens Gaas Company for the coming year have been elect 
ed as follows: -President, W. J. Downing; vice-presi 
dent, E. D. Mitchell; secretary, W. J. Downing, ]r.; 
treasurer and general manager, John W Downing; di 
rectors, George F. Sharpley, C. R. Disharoon, D. 1 
Whealton and Carl S. Goslee. , 

Better service to its patrons is the aim of the direc 
torate. That it has accorded better service during the 
last six months than it had previously done, is borne ou: 
by the fact that gas consumption for 1920 was two 
million feet more than for 1919. The company has 
about 1,700 patrons and the number is steadily. growing. 

Recently there has been installed in the plant at Salis- 
bury a dual set of machinery, including a 20,000-gal. 
storage tank and a 25-h.p. steam turbine engine, used 
to blow the gas through the mains. This duplication of 
equipment insures steady service, for should one portion 
be damaged, the other can be put into operation. 
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Public 


Report 


Utilities Securities Market 


Prices of Representative Gas Bonds 


(Quotations furnished by The National City Company) 


—Market— 
Feb. 3, 1921 
Company Issue Maturity Bid Asked 
Amesican Lt. & Tree. 'Coe....... Five Year 6s....... May 1, 1925 89 90% 
Brooklyn Union Gas Co........ First Consol. 5s....May 1, 1945 74 75 
Columbia Gas & Elec. Co....... First .jJan. 1, 1927 85 87 
Consol. Gas, Elec. Lt. & Pr. 
Co. of Baltimore........ First Ref. 7%4s.....Dec. 1, 1945 99 100 
Consol. Gas, Elec. Lt. & Pr. Co.. General 4'%4s....... Feb. 14, 1935 7414 T5Y 
Consol. Gas Co. of New York...Sec. Conv. 7s...... Feb. 1, 1925 9934 100 
Consol. Gas Co. of New York... One Year Sec. 8s... Dec. 1, 1921 9934 100 
New Amsterdam Gas Co...... First Consol. 5s....Jan. 1, 1948 62 64 
Denver Gas & Elec. Co.......... Gen. (now ist) 5s.. May 1, 1949 82 84 
Detrost City Gat Ge ...c.csccescs Galt GE... cccicecccc ga®™ 1,:1933 94! 96 
Equitable Illum. Gas Lt. Co. of 
go ae POC Bbc ciiccccscess pam 4, 2008 94 9534 
Hudson County Gas Co......... ae, EE Pte Nov. 1, 1949 75 78 
Laciede Gas Light Ca... cs ccccs met & Ext. Gh....- Apr. 1, 1934 73 743% 
Louisville Gas & Elec. Co....... First & Ref. 7s.....June 1, 1923 93 95 
Bescieest Liwet CO. 5... <cccccsnes First & Ref. 5s..... Mar. 1, 1946 70 75 
Milwaukee Gas Light Co........ etRt. MB. ents cides ae - 1, 1087 82 84! 
Pace Gas: & Bbee: C6. swisicnceass Gen. & Ref. 5s.....Jan. 1, 1942 77 78 
Pacts Gao: Bite. CGiccs cscs Col. Tr. Conv. 7s... May 1, 1025 961% 97% 
Pacific Ges & Ele: Co.... i666 First & Ref. 7s..... Dec. 1, 1940 98 99 
Cal. Gas & Elec. Corp......... Unif. & Ref. 5s..... Nov. 1, 1937 83 84 
Peoples’ Gas Lt. & Coke Co..... Refunding 5s....... Sept. 1, 1947 6744 68 
Chicago Gas Lt. & Coke Co... First 5s............July 1, 1937 71 73 
Portland Gas & Coke Co........ First & Ref. 5s.....Jan. 1, 1940 76 77 
senttlc Liohtine Coe... .cccceces Refunding 5s.......Oct. 1, 1949 65 68 
Southern California Gas Co...... First yee Nov. 1, 1950 8&5 87 
United Gas Improvement Co....Two Year 8s....... Feb. 1, 1923 99! 993% 
Utica Gas & Electric Co........ Ref. & Ext. 5s.....July 1, 1957 73! 75 
Washington Gas Light Co....... General 5s ......... Nov. 1, 1960 76 77 
\estern States Gas & Elec. Co. 
Of Canora <....4+s< First & Ref. 5s..... June 1, 1941 76 79 





Pacific G. & E. Report 
San Francisco, Cal. 
a report 
Gas & El 
the first eleven months of 1920 after 
all charges and taxes. After pr 
ferred dividends this is equal to 
$5.43 a share on the 340,030 shares 
of common outstanding. It is at the 
annual rate of $5.92 a share, which 


\ccording to 
submitted, the Pacifi 


*Cctric 


just 
7 


earned $3,521,822 in 


compares with $5.94 in 1919, and 
$5.20 in 1918. 
The increase in gross earnings 


was $8,003,821, representing volume 
of business only. This is attributable 





to the acquisition of Northern Call 


fornia Power Company, Consoli 
dated, in October, 1919; to the lease 
of the Sierra and San Francisco 
Power Company as of Jan. 1, 1920; 
to the net addition of 37,054 cus 


tomers to the company’s distribution 
system since Jan. 1, 1920, represent 
ing the normal growth of 11 months, 
irrespective of the acquisition of 
other properties, and to the rate in 
creases made effective in July, 1920, 
to compensate for higher operating 


costs. 


Of the $8,003,821 increase in gross 


revenues, 84 per cent, or $6,747,58% 
was absorbed by increased expenses 
and taxes, excluding from these ex- 
penses, however, interest and divi- 
dends on new capital investments. 
\pproximately 90 per cent of the 
company’s operating cost is made up 
of labor, taxes, oil, and other items 
in which there have been no de- 
creases. Lower commodity prices 
have chiefly affected construction 
costs, but their influence so far on 
operating expenses has been neg 
ligible. 

The increase in net income of $1,- 
256,238 was offset to the extent of 
$929,436 by increased interest and 
dividends, representing a portion of 
the cost of new money invested in 
additions and extensions necessary 
to give service to upwards of 37,000 
additional customers. In the twenty- 
three months’ period covered by the 
above comparative statement, the 
company’s investment in plants and 
properties increased by $25,205,158. 

On the whole, the above figures 
indicate that the company’s earning 
power is becoming more commensu 
rate with the value of its properties 
and it should be a source of satisfac 
tion and renewed assurance to the 
thousands of investors in the com 
pany’s first preferred stock that in 
the first eleven months of 1920, divi 


dends on preferred stock were 
earned 2.11 times. 
\t November 30, 1920. the total 


number of served was 
566,617, an increase of 47,217 in the 
preceding twelve months. S 7 
gas this vear will exceed 10,500,000, 
000 cu ft. 


customers 


Sales of 


Gas Company Incorporated 


he Muscle Shoals Gas Company, 
of Florence, Ala., has filed articles 
of incorporation with the Alabama 
Secretary of State, setting forth its 
capitalization at $600,000, of which 
amount $450,000 is paid in. The in- 
corporators are Claude Hamilton, 
Charles B. Kelsey and L. P. Kleitz. 
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Philip H. Gadsden Estimates 
Needs of Utilities at 
One Billion 


Washington, D. C.—Public utili 
ties companies of the United States 
will require $852,500,000 properly to 
equip the 1,250,000 houses and apart- 
ments which this country now needs, 
Philip H. Gadsden, president of the 
American Electric Railway Associa- 
tion and a vice-president of the Unit- 
ed Gas Improvement Company of 
Philadelphia, declared in a statement 
to a conference called by the Cham 
ber of Commerce of the United 
States to consider the national hous- 
ing situation. Mr. Gadsden’s state- 
ment, the official utterance of all na- 
tional public utility organizations 
was read by Lucius S. Storrs, presi 
dent of the Connecticut Company of 
New Haven, Mr. Gadsden being un- 
able to appear. 

Only by inducing a new flow of 
capital into public utility securities 
can this vast sum of almost a billion 
dollars be raised when it is needed, 
Mr. Gadsden said. 
this new money could be obtained if 
public regulatory bodies would grant 
utilities rates which would provide 
an attractive return to the investor. 

“One of the most serious problems 
in connection with the housing situa 
tion in the United States to-day is 
the great need for money among 
public utilities with which to make 
extensions,” he continued. “In order 
properly to equip the improperly 
housed residents of the United 
States with heat, light, transporta- 
tion and telephone facilities the pub 
lic utilities to-day would have to 
raise a total of $852,500,000. This 
estimate is reached by combining the 
estimates of the most reliable author 
ities in the public utility field. Un- 
fortunately, the public utilities field 
is not blessed to-day with good 
credit, hence this problem becomes 
doubly difficult for the operators who 
must supply public service to the 
people when these houses finally are 
built. 

“There is no hope of ever getting 
these needed extensions if the credit 
of public utilities is not restored. The 





He added that 








shortest step toward restoration of 
credit is for regulatory bodies to per 
mit public utilities to earn such a re 
turn on their investments as will at 
tract new capital into the public 
utility securities field. 

“Regulatory bodies must recognize 
the fact that many public utilities 
were carried to the brink of disaster 
by enormous costs during the war, 
and that investment in their securi 
ties practically closed because of un- 
certainty of returns. If these facts 
are not recognized and rates regu- 
lated accordingly needed extensions 
cannot be made. 

“T am not pessimistic, however, re 
garding the attitude of regulatory 
bodies. Throughout the country 
they are displaying a highly intelli- 
gent grasp of the situation and are 
evincing a desire to play fair with 
the public utilities. With the co-op- 
eration of regulatory bodies public 
confidence in public utility securities 
can be restored, and with that con 
fidence will come a flow of money 
into the public service field which 
will make extensions possible.” 


Officers Re-elected 

All officers of the Georgia Rail- 
way & Power Company and of the 
Georgia Railway & Electric Com- 
pany, of Atlanta, Ga., operators of 
the street railway and lighting sys 
tems of the city, have been re-elected 
by the stockholders to serve for an- 
other year. 

Henry M. Atkinson was re-elected 
chairman of the board of directors 
of the power company, and Preston 
S. Arkwright re-elected to the presi 
dency. T. K. Glenn was re-elected 
president of the electric company. 

Directors of the two companies 
were also re-elected for another 
year. 


10,000,000-Ft. Gasser 
Amarillo, Texas.—The Haines 
Little Rock well has come in with a 
flow of gas estimated at about 10,- 
000,000 cu. ft. The well is on the 
proved gas structure about thirty 
miles north of Amarillo. 

















eee Te 
NEWS OF THE GAS Fil 
INDUSTRY bay 





Natural Gas for Danville 

Danville, Ky.—Directors of the 
Chamber of Commerce of Danville 
are making arrangements to have 
gas piped to Danville from the Green 
River natural gas fields near Camp 
bellsville. The Green River 
Company, with which concern the 
deal is pending, has recently pro- 
cured a franchise to enter Colum 
bia, Ky., and is also perfecting 
arrangements to pipe gas to Leb 
anon and Springfield, Kv. The 
company has 25,000 acres of land 
Its gas wells produce 25,000,000 ft 
per day, although they have barely 
touched the great reservoir that is 
confined in that area. It is though 
that the capacity can be more than 
doubled and geologists claim there is 
enough gas in the field to last for 
fifty years. The company sells gas 
at 45 cents a thousand feet. This is 
$1.45 a thousand less than Danville 
people now pay for artificial gas. 


New Western Office Opened 
by Connelly lron Sponge & 
Governor Company 
The Connelly Iron Sponge & Gov 
ernor Company of New York an 
nounce the opening of their new 
Western sales offices in the 
Suilding, 122 South Michigan Ave 
nue, Chicago, Ill., where they will 
welcome any of their friends of the 
gas fraternity if they will “drop in” 

and see them when in Chicago. 

The sales department will be in 
charge of Mr. Arthur L. Smyly, who 
has been Western manager for the 
last fifteen years. The plant will be 
operated by Chas. O. Pratt, formerly 
superintendent in Portland, Me., and 
later in Worcester, Mass. 


Gas 


Gas 


Montgomery Gas Rate 
Lowered 

United States Judge Henry PD. 
Clayton has issued an order fixing 
the gas rates for Montgomery, Ala., 
consumers at $2.10 per M for cook 
ing purposes. He had formerly or 
dered that the company be allowed 
$2.25, but the Public Service Com 
mission fixed a rate of $2.10. 
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Pacific Coast Gas Association 
Announces Committee 
Organization 
The following letter has just been 
issued to the members of the Pa- 
cific Coast Gas Association announc 
ing the committee organization for 

1921: 

Gentlemen—At the Portland meet 
ing in Sept., 1920, a resolution was 
adopted providing for a rearrange- 
ment of our committee organization. 
The plan provides for the activities 
of our association to be carried on 
through committees. In this way 
more of our members will be actu 
ally engaged on the work of the as- 
sociation. In addition to the usual 
standing committees there is now 
provided the following: Technical 
committee, commercial committee 
and accounting committee. The 
chairman appointed to each has sub- 
divided his section has appointed 
subchairmen to the different phases. 
The subchairmen organize a com 
mittee to prepare a paper or report 
of their particular subject. The pro- 
gram for our next annual meeting 
will allot the time to each of these 
three committees to present their pa- 
pers and reports. In this way we 
will have a complete session for each 
section. 

The above plan establishes a con- 
tinuous working organization. In- 
stead of the preparation of our pa- 
pers being confined to a few mem- 
bers we will now have engaged on 
this work a great proportion of our 
membership. The flexibility of the 
scheme commends it, if during the 
year any new interest or problem 
presents itself to the industry the sec 
tion concerned can appoint a com- 
mittee to investigate and report on 
such. These committees are at your 
service and if at any time you wish 
information. or 4dvice get in touch 
with their chairman. 

The following are the committee 
appointments announced by our 
president, Wm. M. Kapus, for the 
year 1921: 

Wrinkle department, Ralph I.. 
Clark, San Diego Consolidated Gas 
& Electric Company, San Diego, 
Cal., chairman; experience commit- 
tee, John Clements, Pacific Gas & 
Electric Company, Oakland, Cal., 
chairman ; publicity committee, John 
H. Hartog, Portland Gas & Coke 
Company, Portland, Ore., chairman ; 
library, W. M. Henderson, Pacific 
Gas & Electric Company, San Fran- 
cisco, Cal., librarian; gas engineering 
degree committee, John A. Britton, 
Pacific Gas & Electric Company, 


San Francisco, Cal., chairman; pub 
lic policy committee, Wm. Baurhyte 
Los Angeles Gas & Electric Com 
pany, Los Angeles, Cal., chairman; 
legislation and taxation committee, 


Geo. L. Meyers, Pacific Power & 
Light Company, Portland, Ore., 


chairman; arrangement committee, 
H. R. Basford, H. R. Basford Com 
pany, San Francisco, Cal., chairman ; 
membership committee — northern 
section, W. M. Duggan, Northwest 
Gas & Electric Equipment Company, 
Portland, Ore., chairman; southern 
section, F. E. Seaver, Los Angeles 
Gas & Electric Corporation, Los An- 
geles, Cal., chairman; central section, 
B. S. Pedersen, agent, Geo. M. 
Clark Company, San Francisco, Cal., 
chairman; committee affiliated with 
joint committee on the efficiency and 
economy of gas, F. S. Wade, South- 
ern Counties Gas Company, Los An- 
geles, Cal., chairman; commercial 
committee, Frank Weiss, Los An 
Gas & Electric Corporation, 
Los Angeles, Cal., chairman; tech- 
nical committee, E. L. Hall, Port- 
land Gas & Coke Company, Port- 
land, chairman; accounting 
committee, R. P. Parratt, Pacific 
Gas & Electric Company, San Fran- 
cisco, Cal., chairman; meetings com- 
mittee, Henry Bostwick, Pacific Gas 
& Electric Company, San Francisco, 
Cal., chairman. 

The personnel of this committee 
is made up of the chairmen of all 
other committees. 

The purpose of the latter commit 
tee is to prepare the business pro- 
gram for the next annual meeting. 

It is planned to hold our first get- 
together dinner on Feb. 12, 1921, in 
San Francisco. A very unique fea- 
ture will be introduced in this re- 
spect. The dinner will be held in 
the new industrial display rooms of 
the San Francisco division of the Pa- 
cific Gas & Electric Company. It 
will be an occasion you cannot af- 
ford to miss, for it offers an oppor- 
tunity to view the best equipped and 
most complete permanent displav of 
gas equipment ever assembled. This 
exhibit has just been completed and 
our dinner will be the opening event. 
An additional attraction will consist 
of an entertainment in the wav of 
actual demonstrations on some of the 
equipment installed. You cannot af- 
ford to miss this event. Make your 
reservations now. Keep the place 
and date in mind—Industrial Gasdis 
play rooms, 241 Stevenson Street, 
San Francisco, Saturday night, Feb. 
12, 1921. 


geles 


Ore., 


Yours very truly, 
W. M. HENDERSON, secretary. 
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Agrees with Mr. Murman 
Jan. 27, 1921. 
AMERICAN GAS ENGINFERING Jour 
NAL, 
150 Nassau Street, 
New York City. 
(entlemen : 

I have read with much interest in 
your issue of Jan. & the paper prt 
pared for the Empire State Gas and 
Electric Association by F. J. Mur 
man on the periodical testing of 
meters. 

This is a subject of very great im- 
portance to the gas companies. It is 
a matter of record that while a !arze 
majority of meters test correctly, the 
average error of the incorrect me 
ters is invariably on the slow side, re- 
sulting in a loss of revenue to the 
company. 

The periodical testing of meters 
removes from service all incorrect 
meters, thereby reducing the possi- 
bility of very slow, or non-register 
ing meters. 

It is just as important to have a 
periodical repair date as a periodical 
test date. 

An analysis of the tests made by 
different gas companies discloses the 
fact that the percentage of very slow 
meters and non-registering meters in- 
creases rapidly after the meter has 
had ten years or more of continuous 
service without repairs. 

Those companies who have adopt 
ed the periodical testing of meters 
find the percentage of non-register- 
ing meters is exceedingly small, and 


this percentage of non-registering 
meters and very slow meters is 


further reduced with the adoption of 
a systematic periodical repair date 
The adoption of a systematic prac 
tice covering the testing and repair 
ing of gas meters, primarily to elimi 
nate slow and non-registering me 
ters, which constitute a majority of 
incorrect meters, should have a good 
effect from the viewpoint of the con 
sumer, whose one idea is that all 
meters are fast. Such a system will 
also reduce the unaccounted for gas 
and increase the revenue of the gas 
company. 
Yours very truly, 
H. A. Norton, Manager, 
NATHANIEL Turts Meter Works 


RANGER Gas Company, Inc, 
Ranger, Texas; capital stock $500, 
000. Incorporators: A. P. Barrett, 
F. S. Dudley and L. J. Wardlaw. 
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Gas Company Must Adopt the 
1919 Rate Scale 

\ustin, Texas.—Effective Tues 
day, Feb. 1, the rate for gas charged 
consumers by the Austin Gas Light 
Company must be reduced to the 
scale in effect in 1919, according to 
an ordinance passed by the city 
council. The penalty provided for 
in the event the company re- 
fuses to observe the ordinance is a 
fine of not less than $50 nor more 
than $200 for each offense. 

Feb. 1 was selected by the council 
as the date for the ordinance to go 
into effect in order that the gas com 
pany might have sufficient time to 
rearrange its books in anticipation 
of the change. Ordinarily an ordi 
nance must be published ten days be 
fore it goes into effect. 


gas 


The text of the ordinance follows: 

“Section 1. All persons, firms, 
corporations, or receivers, owning, 
running, leasing, or operating any 
gas plant or gas works within the 
corporate limits of the city of Aus 
tin, for the purpose of furnishing 
the inhabitants thereof with artificial 
gas, are required to so furnish such 
artificial gas at not to exceed the fol- 
lowing rates: (1) $1.45 per thou 
sand cubic feet for the first 10,000 
cu. ft. of gas consumed, provided, 
that if any consumer shall fail to 
pay for such gas consumed by him 
in any one month on or before the 
fifteenth day of the succeeding 
month, there may be added an addi 
tional charge of 15 cents per thou 
sand cubic feet; (2) $1.20 per thou 
sand cubic feet net for the next 10, 
000 cu. ft. of gas consumed; and 
(3) $1.10 per thousand feet net for 
an excess of 20,000 cu. ft. of gas 
consumed ; that a 


provided, mini 

mum charge of 75 cents may be 

made to each consumer for such 
service. 

Sec. 2. Any person, firm, corpo 


ration, or receiver, owning, leasing, 
running or operating anv such gas 
plant or gas works, as described in 
Section 1 of this ordinance, or any 
manager, superintendent, or em 
ployee thereof, who shall violate any 
provision of this ordinance, shall, 
upon conviction thereof, be fined in 
any sum not less than $50 nor more 
than $200.” 


Sandusky G. & E. Granted 
Rate Increase 
Sandusky, Ohio.—The Sandusky 
City Commission has granted the 
Sandusky Gas & Electric Company 
an increase in natural gas rates as 





First 2,000 cu. ft., 63 cents; 
next 3,000 cu. ft., 68 cents; next 
5,000 cu. ft., 73 cents; all over 10,000 
cu. ft., The prices above 
are subject to a discount of 3 cents 
per thousand feet if paid within ten 
days after bill is rendered. Previous 
to the granting of the increased rates, 
the rate was 50 cents per thousand 
cubic feet for all gas consumed. The 
sliding scale upwards tends to econ- 
omy in consumption. 


follows: 


73 cents. 





New Equipment for Long 
Beach Plant 


Long Beach, Cal.—The first unit 
of the $20,000 equipment to be in 
stalled at the local plant of the 
Southern Counties Gas Company ar 
rived last week. The new machinery 
consists of a 165-h.p. two-cylinder 
Bessemer engine, which was 
purchased from the Smith-Booth 
Usher Company of Los Angeles at 
a cost ot S8,000. 

The engine will be set up imme 
diately and will be operated in con 
nection with a huge compressor at 
the local plant. The engine will, 
when connected with the compres 
sor, form the largest gas compressing 
unit in Long Beach. 

Present equipment consists of an 
eight-horsepower motor and a cor 
responding compressor. The new 
unit, when in place and operating 
will be double the present one. 

The compressor for the new motor 
is now ordered from the Ingersoll- 
Rand Company of Los Angeles and 
will cost $5,000. It will be 16x16 in. 
and will so increase the pressure in 
the new 2,000,000 cu. ft. gas holder 
that all of Long Beach, East Long 
Beach, Alamitos Bay, Seal Beach, 
Wilmington and San Pedro, can be 
provided with gas without loss of 
pressure or 
ers stated. 

The huge new gas holder, which 
was placed in operation shortly be 
fore Thanksgiving, has stood every 
test so far. The previous difficulty 
with the holder, that of sinking into 
the sand beneath it, has been recti 
hed. 

When the big tank was first filled 
with 5,000,000 gal. of water to seai 
the gas inside it sank approximately 
twelve inches on one side. A con 
tract was given the Mercereau 
Bridge & Construction Company to 
raise the tank to its normal position. 
Approximately eighty tons of cement 
were used in the work. 

When the engine, the compressor 
and other auxiliary equipment are 
installed, the total cost of the new 
unit will reach $20,000. 


vas 


service, Manager Som 
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| Personal Notes 








F. A. Leacn, Jr, 


been elected to a vice-presidency of 


who has recently 
the Pacific Gas & Electric Company, 
San Francisco, will have 
the 


charge of 
commercial activities, the pub 
licity work and the district organiza 
Mr. Leach is 
a native of California, where he was 
born in 1871 and where he attended 
the public schools. For several years 
he was engaged in newspaper work 
in Oakland, and in 1898 he was em- 
ployed by the Oakland Gas, Light & 
Heat Company, rising through the 
position of auditor to become man- 
ager in 1904, when that company was 
absorbed into the California Gas & 
Electric Corporation. When the lat- 
ter company became part of the 
present Pacific Gas & Electric Com- 
pany Mr. Leach was continued as 
district manager, and he held that 
position until his recent promotion. 


tions of the company. 


N. C. Gerry, formerly new busi 
manager of the Toronto 
Company, has resigned to take a po- 
sition with the Jefferson Glass Com 
pany, Toronto. 


ness Gas 


H. M. Bett, for thirty years an 
employee of the New Britain Gas 
Light Company, New Britain, Conn., 
and for the 


past seventeen years 
superintendent for that company, 
will retire from active service fol- 


lowing the annual meeting, Feb. 7 
His successor will be Alexander H 
Scott of Manchester, N. H. 


J. W. R. CrawrForp has been 
elected a director and president of 
the Union Oil Company of Delaware, 
succeeding C. H. Schlacks in the lat- 
ter position. Mr. Schlacks retired 
chairman of the board. 
The Union Oil Company acquired 
the properties of the Wayland Oi! 
& Gas Company nearly a year ago. 
The Wayland Company then began 
dissolution, one distribution of the 
assets to stockholders having already 
been made. 


to become 


W. B. Jounston has been appoint- 
ed new business manager of the To- 
ronto Gas Company, succeeding Mr. 
Gerry, resigned. Mr. Johnston was 
formerly new business manager of 
the Montreal Light, Heat & Power 
Corporation. 








